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Xiaomi adalah perusahaan yang sudah sukses dalam bisnis smartphone dan telah 
menjual produknya keseluruh dunia dengan berbagai macam versi mulai dari 
smartphone dengan spesifikasi rendah sampai tinggi dengan harga yang bisa 
dibilang dibawah dari merek smartphone merek lain. Seiring dengan perkembangan 
teknologi, industry gaming pun berpindah pada mobile games. Yang membuat 
perusahaan perusahaan smartphone mulai berfokus pada pasar games mobile. 
Kebutuhan performa dari sebuah advice menjadi hal yang dibutuhkan untuk 
permainan mobile games ini dan hal tersebut membuat perusahaan-perusahaan 
berlomba-lomba dalam menyediakan perangkat yang sesuai dengan kebutuhan 
target pasar. 
Metode penelitian dalam penelitian ini adalah Descriptive Research dengan metode 
Kuantitatif. Teknik Sampling dalam penelitian ini adalah Non- Probability dengan 
metode Judgemental Sampling. Sumber data dalam penelitian ini menggunakan 
Primary data & Secondary data. Model dalam penelitian ini menggunakan tujuh 
Hipotesis yang akan diuji menggunakan Structural Equation Model. Dengan 
ukuran sampel dalam penelitian ini berjumlah 150 responden. 
Dari hasil analisis penelitian ini menunjukan bahwa Brand Attitude berpengaruh 
positif terhadap Extension Attitude, Perceived Fit berpengaruh positif terhadap 
Extension Attitude, Brand Attitude berpengaruh positif terhadap Perceived Value, 
Extension Attitude berpengaruh positifi terhadap Purchase intention, dan Perceived 
Value berpengaruh positif terhadap Purchase Intention. Sedangkan, Perceived Fit 
tidak berpengaruh pada Perceived Value,dan Extension Attitude tidak berpengaruh 
pada Purchase Intention.untuk meningkatkan Brand Attitude terhadap Extension 
Attitude dapat dilakukan dengan mengadakan Turnamen, dimana turnamen tersebut 
menggunakan GamePad. Untuk meningkatkan Perceived Fit terhadap Extension 
Attitude dapat dilakukan dengan mensponsori sebuah turnamen besar. Untuk 
meningkatkan Brand Attitude terhadap Perceived Value dapat dilakukan dengan 
mensponsori Team e-Sport. Untuk meningkatkan Extension Attitude terhadap 
Purchase Intention dapat dilakukan memberikan kabel OTG disetiap pembelian 
smartphone. Dan untuk meningkatkan Perceived Value terhadap Extension Attitude 
dapat dilakukan dengan memberikan Diskon, cashback dan memberikan komponen 
tambahan. 
Kata Kunci : Brand Attitude, Perceived Fit, Extension Attitude, Perceived Value, 





Xiaomi is a company that is already successful in the smartphone business and has 
sold its products throughout the world with various versions ranging from 
smartphones with low to high specifications at prices that can be said to be below 
other smartphone brands. Along with technological developments, the game 
industry has also shifted to mobile games. Which makes smartphone companies 
start focusing on the mobile games market. The performance requirements of a 
suggestion are what is needed for this mobile game play and this makes companies 
competing in providing devices that suit the needs of the target market. 
The research method in this research is descriptive research with quantitative 
methods. The sampling technique in this research is non-probability with the 
judgemental sampling methods. Sources of data in this study using primary data & 
secondary data. The model in this study uses seven hypotheses which will be tested 
using the Structural Equation Model. The sample size in this study amounted to 150 
respondents. 
From the results of this research analysis shows that Brand Attitude has a positive 
effect on Extension Attitude, Perceived Fit has a positive effect on Extension 
Attitude, Brand Attitude has a positive effect on Perceived Value, Extension Attitude 
has a positive effect on Purchase Intention, and Perceived Value has a positive 
effect on Purchase Intention. Meanwhile, Perceived Fit has no effect on Perceived 
Value, and Extension Attitude has no effect on Purchase Intention. To increase 
Brand Attitude towards Extension Attitude, it can be done by holding a Tournament, 
where the tournament uses GamePad. To increase Perceived Fit towards Extension 
Attitude, it can be done by sponsoring a major tournament. To increase Brand 
Attitude towards Perceived Value can be done by sponsoring the e-Sport Team. To 
increase Extension Attitude towards Purchase Intention, you can provide an OTG 
cable for every smartphone purchase. And to increase Perceived Value towards 
Extension Attitude, it can be done by providing discounts, cashback and providing 
additional components. 
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